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With the development of techniques on computer and communication, especially the 
internet technology, many companies created various marketing model and achieved 
success.  Dell company has been famous for its direct selling model that contributed a lot 
for Dell’s success in many market, included China. But in recent years, it didn’t work well 
with several problems.  The company has to change the marketing channel and transfer to 
the channel diversification. The paper focus on the Dell company’s marketing channel di-
versification, discussing the reasons, measures, effect and problems of it, and raise some 
suggestions for the further improvement of channel diversification.  
The paper introduces the research background, research methods, content and mean-
ings firstly. Then reviews the relevant researches have been done before, and introduces 
the basic concept about marketing channel, model chosen and the development trends. 
The paper reviews the Dell company’s history and background, have a discussion about 
the serious problems the direct selling has faced in China in the third chapter. In front of 
the situation that the profit and market share are reducing in the world domain, Dell made 
a decision to transfer the marketing channel to diversification. In the  fourth chapter, we 
analyzes the background and implements of marketing channel diversification. After that, 
we discusses a serious problems Dell faced in the process deeply , and several suggestions 
are raise for improvement in the last two parts of the paper. 
The research combines the marketing channel theory and development trends of per-
sonal computer market together and analyzes the background, implements, effects and de-
fects of marketing channel diversification of Dell. With the hope that making some contri-
bution to the reform and development of marketing channel in relevant companies. 
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1984 年公司成立之时起，戴尔仅仅用了十几年的时间，就跻身于世界 500 强企业。并








度的市场份额下降到 16.1%，而 大的竞争对手惠普为 16.3%，取代了戴尔的王
座。同时，戴尔的销售增长率也开始明显落后于市场平均水平。随后的连续几个月
里，戴尔依旧无法达到预期销售目标。2007 年 3 月 21 日，前首席执行官凯文·罗
林斯被迫离开公司，戴尔的创始人迈克·戴尔重新归来。他提出的戴尔 2.0 战略，以
“提升服务，扩展产品线，控制成本”为核心，期望在保持利润的基础上进一步扩大






第二节  研究方法 
本文试图通过分析行业的发展趋势，对戴尔公司多元化营销渠道提出的背景及
                                                 
①吴洁.戴尔在中国的直销模式转型研究[D].福建.厦门大学.2012 



















行分析，总结出适应现阶段我国市场 PC 行业特点的销售模式。 后对戴尔公司
（中国）营销渠道多元化模式的改进提出自己的建议。 




戴尔公司的渠道模式提出了自己的一些建议。 论文研究的具体思路如图 1 所示： 
 
 








































































第二节  营销渠道的功能及层级 
一、营销渠道的功能 
从完整的产品生产、销售与消费的过程看，营销渠道是指某种货物或劳务从生
                                                 










































                                                 
①Philip Kotler. Marketing Management[M]. The Millennium Edition.Prentice Hall Press, 2000. 
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